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Research: Framing the Issue

Identify messages and information that move numbers, drive
publicopinionyour way.

Quantitative research
- Test messages (yours and your opponents)
- Measure® moods”

- Scientific accuracy

Qualitative research
- Focus groups

On the record/documents to prove your messages

Identify Key
Audiences/Publics

Whowill beaffected by your issue/agenda?
Whowill benefit?
Who will be harmed? (Y our opponents)

Who must take actionsfor you towin?




Develop Messages:
Proof Points

What information and messages compel your key audiencesto
take the actions you need them to take?

Can you proveyour messages are true? (Y our opponentswill
work overtimetrying to provethey arefalse.)

Key messages— targeted at all audiences

Secondary messages— customized for aparticular audience

Communications Tools:
Strategies & Tactics

Communications Strategies

Do you need to be very loud, moderately loud, or quiet?
When do you launch?

Wheredo you launch?

Who are your |eaders/co-chairs/spokespersons?

How do you launch— bigbangversuslow key?
Isacoalition approach necessary?

What mechanisms arein place to manage and sust:
campaign (eval uate, adjust as necessary)?

Communications Tools:
Strategies & Tactics cont

Communications Tactics

¢ What arethe most effective waysto deliver your messages and
information to your target audiences? What does your budget
dlow?

« What toolsareyour opponents using, and how must you
respond?Doesit changeyour strategy?




Communications Tools:
Strategies & Tactics cont

Grassroots tactics

Direct lobbying

Letters, phone callsand emailsto legidators, regulators, the
media

District meetings and local events
Fund-raising/PACsupport)

Communications Tools:
Strategies & Tactics cont

Earned media tactics

Y ou must localize the story

News releases

News conferences/mediaroundtables
Viewpoint columnsand |l ettersto the editor
Editorial boardvisits

Communications Tools:
Strategies & Tactics cont

Paid media tactics

¢ Aslong asthe messagesaretrue and believed, awell-funded
paid mediacampaign can drive public opinion

* Very expensiveto be effective




Communications Tools:
Strategies & Tactics cont

New media tactics

*  Web page for awareness, advocacy, and away to deliver

messages and information to the masseswith nofiltering.

CDsand DV Ds. (Distributeyour PowerPoint presentationona
CD. Shoot avideo, turnitinto DVD for massdistribution.)

Communications Tools:
Strategies & Tactics cont

Collateral materials

Logo and letterhead

Mediakits

Fact sheets

Speech/PowerPoint presentation
Studies/whitepapers

Brochures

Posters/other signage

T-shirts, buttons, stickers
Andonandon....

Earned Media

Benefits

It'slargely free— other than thefeesyou pay to peoplelike
me!

It isaFAR more credibleinformation source than paid
advertisements. People are skeptical about what they read inthe
paper and seeon TV newscasts, but they are even more
skeptical about ads.

If your agendaor issueis*“big” enough, extensive media
coverage can help todrivethe public debate.




Earned Media cont

Benefits cont’

Newspaper editorial pages are not widely read. But people who
read them are generdly key influencers (voters, community and
elected |eaders, business executives, higher educated and upper
incomecitizens).

Let meemphasize: politicians pay attentiontowhat’ sinthe
paper.

You canuseit to deliver localized and customized messages.

Politiciansloveto bein“good news” stories.

Earned Media cont

Drawbacks/Challenges

Ultimately, you havelittle control over how astory will ook,
read or sound. Y ou canonly try to control the® slant” of the
story.

Y our definition of a“good story” isfar different thana
reporter’ sdefinition of agood story.
Doingitright and doingit alot takesalot of time.

Wheat you are“ pitching” better benewsworthy.

Earned Media cont

Drawbacks/Challenges cont’

« Just like paid mediatactics, frequency matters. It takes frequent
earned mediastoriesto actually create momentum, oneway or
theother, for anissue or agenda.

Just like for roads, maintenanceiscritical. Out of sight is out of
mind. Unlessyou maintain an earned mediacampaign, you will
soon find yourself out of the news hole.




Recent Campaigns

It’sthe mix for the fix on 496.”

« Strategy: Useearned, paid mediaand special eventswith to
generate awvareness. (Radio ads, legidatorstouring the
construction areaand concrete plant, community event at
Lugnuts game, newsreleases, etc.) Moderately loud.

Gas tax increase 1996-97: “Just fix the roads.”

« Strategy: Build abroad coalition and launch grassroots and
earned mediatacticsto seek passage of astate gastax increase.
Research was astrong driver of this campaign (public opinion
research, TRIP studies). Deafeningly loud.

Recent Campaigns cont

Michigan Transportation Team

« Strategy: Using abroad coalition of businessand transportation
industry and government officialsto seek increased federal
funding for roads. M ediaevents, viewpoint columns,
Washington“fly ins’/direct |obbying, PAC support, etc.
Relatively quiet.

Racino issue

* Strategy: Use earned media, particularly editorial pages, to
pressurethe Legislaturetoreject billstoturnthe state’ sseven
horseracetracksinto casinos. Moderately loud (but we're
preparedtoscream!)




